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Abstract: 

Indian Telecom sector has seen great shift in quality of services and number of players in the 

last one and a half decades. The change can be simply understood by knowing that there are 

many players in the sector from merely one about one and a half decade back consumers 

themselves have started to take a more active role in the communication process. Due to 

frequently changing mobile technology advertising is one of the best techniques in the 

development of Integrated Marketing Communication (i.e. IMC). So the telecom sector uses 

Integrated Marketing Communication tools to promote the product and build a strong image 

of the brand in the consumers mind. As defined by the American Association of Advertising 

Agencies, Integrated Marketing Communication (IMC) is a concept of marketing 

communication planning that recognizes the added value of a comprehensive plan. Such 

plans evaluate the strategic role of a variety of communication disciplines (Kotler, Keller, 

Koshy and Jha, 2009).Integrated Marketing Communication (IMC) is the practice of unifying 

all marketing communication tools so as to send consistent, persuasive massage for 

promoting company goals. This study is an attempt to explain the importance of IMC in 

public and private sector telecom companies of Southern Rajasthan with special reference 

from the customer’s point of view. 
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Introduction 

lobalization, liberalization and privatization are the three most spoken words in 

today’s world. These initiatives paved way for all-round reforms, especially in 

developing economies, like India. All these countries realized that development of 

effective and efficient means of communications and information technology is important 

to push them onto the path of development. The growth of the telecom sector in India 

during post-liberalization has been phenomenal. The Indian telecom network with 895.51 

million telephone connections, including 864.72 million wireless telephone connections, 

at the end of December 2012 is second largest network in the world after China. The word 

"telecommunication" is a compound of the Greek prefix "tele" meaning 'far off, and the 

Latin "communicate", meaning 'to share'. In its current usage, it refers to transmission of 

signals over a distance for the purpose of communication. 

Integrated Marketing Communications is a simple concept. It ensures that all forms of 

communications and messages are carefully linked together. Integration has become an 

essential concept in marketing because technological advances have changed how 

business stakeholders interact. Marketing theory that was established during the 

discipline’s formative years has been overtaken by the complexities of real-time, 

multimodal, multi directional communication (Beakbane 2013). 

Review of Related Literature 

According to Hutton (1999) the Integrated Marketing Communications (IMC) is, to a large 

extent, a false issue, given that few scholars or practitioners would argue for 

nonintegrated marketing communications. The value of IMC lies in: (1) its potential to 

serve as a catalyst in shaking the advertising industry from a decades-old case of 

marketing myopia, and (2) its potential to highlight the important underlying issue-the 

appropriate relationship between public relations and marketing. McGoon (2000) 

observed that as markets become increasingly competitive and the associated brand-

related marketing communications activity more frenetic, the need to understand how to 

gain better outcomes from marketing communications efforts is paramount, especially in 

terms of creating and leveraging market-based assets. Gebrielsson & Johansson (2002) 

elaborates numerous new MC options are today available to marketers due to rapid 

globalization & the development of new technologies. The purpose of the study was to 

gain a deeper understanding on how advertising agencies use IMC in their campaign 

planning. To reach this purpose they had studies how the IMC campaign planning process 

can be described, what tools are used in IMC campaign planning, and the benefits of IMC 

campaign plan. It shows that integrating the client in IMC campaign planning creates 
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benefits and is vital for a proper composition of the IMC tool box. According to Kilchen & 

Pelsmacker (2004) IMC has proven to be significant value in many dimensionalities. It is 

not a static concept. As a squalling infant is capable of many societal contributions as on 

adult, so IMC itself seems to have progressed rapidly and is now, under fire. Beverl and & 

Luxton (2005) concluded that firms increasingly leverage cultural sources of authenticity 

in their communication strategies to derive competitive advantage and brand value. The 

management of authenticity presents problems for brand managers. The study paper 

draws on institutional theory by examined how firms deliberately decouple projected 

images from internal operations to create powerful brand images. In the study Dunn 

(2006) reported that the IMC is a strategic marketing model for using some or all aspects 

of marketing communications to build a strong brand through consistent, interactive 

communication between audiology practices and their target markets. IMC focuses on 

building brand by creating databases that continuously monitor and respond to market 

needs as relationships are fostered between practices and their patients. As per Rowley & 

Almaro (2010)  the extent to which the evolution of competitive strategy and brand 

strategy are interwoven, as well as generates a range of insights into successful brand 

strategies in this marketplace. It specifically responds to calls from other researchers for 

more research into brand strategy in the service sector in general, and the mobile phone 

industry more specifically. Huang (2010) in his report stated that if overall market 

environment in Taiwan has been changing dramatically in recent years. Many different 

factors produce serious impacts on the advertising industry, especially to local advertising 

agencies in Taiwan. Under the internal and external competitive crisis, one of the best 

solutions is to surpass competitors by leveraging integrated marketing communication 

strategy. Khan & Maqsood (2011) described that social media is highly used and valued by 

the consumers in Pakistan. Although social media will take some time to completely take 

over in Pakistan, as internet penetration is still 10.9%. But the pace with which internet 

infrastructure is developing in Pakistan, social media is emerging and soon it will take a 

significant position in the integrated marketing communications of an organization. 

According to Pillai (2012) India continues one of the fastest growing major telecom 

markets in the world. The Indian telecom has undergone a significant change during the 

past few years to become one of the leading telecom markets in the world. Easy 

availability of low priced devices aggressive network coverage & effort able services are 

some of the major factors that have boosted the growth of this sector. The deployed of 3G 

network in India also facilitated the development of broadband market. There has been 

continuous improvement in the overall tele-density of the country. 
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Research Methodology 

For the present study both exploratory and conclusive research methods were used. The 

research was conducted with the help of a questionnaire measuring the perceptions and 

acceptability of integrated marketing communication of telecom companies. Data was 

collected from the selected telecom companies of Southern Rajasthan. For the purpose to 

analyze the perception of respondents’ total of 200 questionnaires were distributed to the 

customers of telecom companies of Southern Rajasthan. The researcher has applied 

ANOVA and Chi Square test for the analysis of the data collected from the questionnaire. 

Analysis & Interpretations 

The relationship between the dependent and independent variables has been checked 

through the analysis of collected data. Demographic variables such as age, gender and 

qualification was analyzed against the IMC related variables.  

Analysis of Relationship between Demographic Variables and IMC Related Variables 

This part of analysis has given the level of agreement of respondents with integrated 

marketing communication. 

 H01:-There is no significant difference between opinion of male and female customers 

towards the IMC as a strong marketing tool for telecom companies. 

 H11:-There is significant difference between opinion of male and female customers 

towards the IMC as a strong marketing tool for telecom companies. 

Table 1: ANOVA of Gender of Respondents and IMC Related Variables 

ANOVA Table a 

 Sum of 
Squares  

df Mean 
Square 

F Sig. 

Cagg* 

Gender 

Between 
groups  

(combined) 2.896 1 2.896 2.930 0.89 

 Within groups 195.724 198 .989   

 Total 198.620 199    

a. With fewer than three groups, linearity measures for Cagg* Gender cannot be computed 

According to table 1, there is a significant difference between the two Mean Squares 

(2.896 and 0.989), resulting in a non -significant difference (F =2.930; Sig. = 0.089). The 

Sig. value is higher than the Sig. level of 0.05. So the null hypothesis is accepted that there 
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is no significant difference between opinion of male and female towards the IMC as a 

strong marketing tool for telecom companies.  

 H02:- There is no significant difference between opinions of various age groups of 

respondents towards the IMC as a strong marketing tool for telecom companies. 

 H12:- There is significant difference between opinions of various age group of 

respondents towards the IMC as a strong marketing tool for telecom companies. 

Table 2: Cross Tabulation of Age of Respondents 

Age * Cagg Cross Tabulation 

Count Total  

 Missing Strongly 
Agree 

Agree  Neutral Disagree Strongly 
Disagree 

Age 15-25 8 2 38 52 32 0 132 

26-40 0 2 12 30 14 2 60 

41-55 0 0 0 4 2 2 8 

Total  8 4 50 86 48 4 200 

 

Above table illustrates that major portion of the customers respondents are neutral 

between the relationship of IMC and age. Maximum respondents are from 15-25 age 

groups out of 200 respondents. 

Table 3: Chi Square Tests 

Chi-square Tests 

 Value Df Asymp. Sig.  (2-sided) 

Pearson Chi-square 33.852* 10 .000 

Likelihood Ratio 26.258 10 .003 

Linear-by-Linear 
Association 

9.052 1 .003 

N of Valid Cases  200   

a. 11 cells (61.1%) have expected count less than 5. The minimum expected count is .16 
 

From table3, it could be interpreted that Asymp. Sig. (2-Sided) column values are less 

than .05 which shows that the relationship between the age groups and IMC related 



Professional Panorama : An International Journal of Applied Management & Technology 

 

Effect of Demographic on Integrated Marketing Communication Practices of Selected Telecom 

Companies of Rajasthan 
10 

 

 

variables average score of employee’s respondents is statistically significant. So it can be 

interpreted that there is significant difference between opinions of different age groups 

towards IMC as strong tool of marketing and hence the null hypothesis is failed to be 

accepted. 

 H03:-There is no significant difference between opinions of various qualification 

groups of respondents towards the IMC as a strong marketing tool for telecom 

companies. 

 H13:-There is significant difference between opinions of various qualification groups of 

respondents towards the IMC as a strong marketing tool for telecom companies. 

Table 4: ANOVA of Educational qualification and IMC related Variables 

ANOVA Table  

 Sum of 
Squares  

df Mean 
Square 

F Sig. 

Cagg* 

Educational 

Between 
groups  

(combined) 16.254 2 8.127 8.726 .000 

Linearity 10.563 2 10.563 11.341 .001 

Deviation 
from 

Linearity 

5.692 2 5.692 6.111 .014 

Within groups 179.746 193 .931   

Total 196.000 195    
 

From the above table 4,it could be interpreted that Asymp. Sig.(2- Sided) column values 

are less than .05 which shows that the relationship between the qualifications and IMC 

related variables average score of employees respondents is statistically non-significant. 

Hence the alternate hypothesis is accepted there is significant difference between 

opinions of various qualification groups of respondents towards the IMC as a strong 

marketing tool for telecom companies. 

Suggestions 

Following issues should be administered by the customers for successful implementation 

of Integrated Marketing communication development: 

1. Customer should show his interest to understand the new or updates services by 

telecom. 
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2. Customer should ask for help as and when they face any problem in any telecom 

activities. 

3.  Customer should submit their feedback to improve the quality of services. 

4. Customer should follow the guidelines supervised for availing anytelecom companies’ 

service, which services they are using. 

5. Customer should carefully read all the help directions properly so that they could 

make themselves aware for the system or procedure of telecom companies 

From the present study it is concluded that all the respondents irrespective of the gender 

are of the same opinion that IMC is a strong marketing tool for telecom companies. But on 

the contrary the opinion differs when it comes to the comparison between age and 

qualification levels with IMC variables. Various type and kind of Integrated Marketing 

Communication Practices services that are offered to and accepted by the customers are 

Advertising, Public Relations, Sales Promotions /Events, Direct marketing, Personal 

Selling, Internet. Customers are very well aware about the Integrated Marketing 

Communication Practices offered by telecom companies, Customer is having a strong 

positive opinion for the Integrated Marketing Communication Services (IMC) offered to 

them under parameters like promotion, awareness, advertising, sales, applicability, 

feasibility and Convenience, level of awareness of the customers about the Integrated 

Marketing Communication is very high and increasing at a rapid rate. Hence today’s smart 

customer is allowing all the market players to share equal opportunities for gaining the 

leverage over the customer’s strong perception about the IMC’s and its practices and the 

services offered by telecom companies in Southern Rajasthan. 
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